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从 20 世纪 80 年代一家不起眼的制鞋作坊，到 90 年代成为泉州市业内第一















































From an inconspicuous shoe-making workshop in the 1980s, growing to the 
first export sporting goods OEM company with the most tax amount in Jinjiang City 
five years successively within the industry in the 1900s, and finally turning an 
independent brand owner in the domestic market in the early twenty-first century, 
XtepGroup successfully interpreted the spirit embraced by many Fujian private 
entrepreneurs, as a miniature of the whole Chinese sporting goods industry striving 
for excellence. 
Although there were causal environment factors, Xtep Group owes its triumph 
to reasonable analysis of external macro environment, competitor environment, 
SWOT analysis, customer behavior analysis etc.One key word to summarize Xtep 
Group’s operational strategy is Differentiation, covering three aspects: brand 
segmentation, product and marketing. This article elaborates Xtep Group’s strategy 
and its persistent adjustments to the external variations and the evolution of the 
company, revealing the maturing process of the differentiation strategy. 
Sporting goods industry, like many other industries, encounters fierce 
competition worldwide. With domestic independent brands subjected to pressure 
from outside, Xtepbrand as a backbone within the sporting goods industry of the 
nation endeavors to become a world renowned international brand-owner. Detailed 
interpretation of its differentiation strategy, we humbly hope, would serve as a future 
reference for other domestic companies regarding to the strategy determination, 
competitiveness promotion and brand popularity expansion and contributes to 
boosting the comprehensive economic growth of our nation. 
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业发展，实现我国从体育大国向体育强国转变。2009 年 1 月，经国务院批准，
自 2009 年起每年 8 月 8 日被定为“全民健身日”；8 月 30 日，国务院颁布
《全民健身条例》；10 月，胡锦涛在接见运动员代表时强调要深入开展全民健
身运动，不断提高竞技体育水平，努力推动我国由体育大国向体育强国迈进。 

































数据显示，2008 年全国体育产业从业人员达到 317 万人，实现增加值 1555 亿











                                                        
①数据来源：体育总局网站《体育产业“十二五”规划》 
②数据来源：体育总局网站《体育产业“十二五”规划》 








































Degree papers are in the “Xiamen University Electronic Theses and 
Dissertations Database”.  
Fulltexts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on 
http://etd.calis.edu.cn/ and submit requests online, or consult the interlibrary 
loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn 
for delivery details. 
厦
门
大
学
博
硕
士
论
文
摘
要
库
